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Abstract

The purpose of this study is to understand that UX design is a key point of contact that
provides brand experience by examining the effect of UX design of LCC airline apps on user
satisfaction and loyalty intentions connected to user experience. This study summarized the
judgment factors of UX design into usability, accessibility, usefulness, aesthetics, and reliability
through consideration of previous studies, and case studies and empirical studies were
conducted in parallel based on this. As a result of case analysis, all airline apps had quick
reservations and practical functions, and the overall basic structure was similar, but differences
were found in inducing user experiences according to brand strategies. In empirical studies,
usability, accessibility, and aesthetics had a significant effect on user satisfaction, while
usefulness and reliability did not affect user satisfaction. In addition, usability, accessibility,
aesthetics, and reliability all had a significant effect on loyalty intention, and user satisfaction
was also identified as a factor that significantly affected loyalty intention. This study verified
that the UX design of the LCC airline app is a key factor that substantially affects user
behavior, and suggests that it is necessary to establish a UX design strategy that considers
emotional and consistent brand experience when designing airline apps in the future.
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Estimates CR AVE i}

848
871
.790

Usability .805 729 .804

819
876
813

Accessibility .851 687 809

71
.699
815

Usefulness .808 648 841

.846
.852
.804

Aesthetics .842 752 792

.763
817
.803

Reliability .819 643 812

.786
.805
.686
.753

User
Satisfaction

776 674 736

759
831
.810
147

Loyalty
Intention

816 .670 837

X¥=108.405, df=62, x*/df=1.748, p=.000, GFI=.945,
NFI=.928, CFI=.951, RF=.909, IF=.913, TLI=.924,
RMSEA=.057
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12| 3| 4| 5| 6] 7

1] 1

2 | 515%% 1

3 [.529%%.387*+ 1

4 | 453%% 402%% 3425 1

5 |.502%+.444% % 478% 437%% 1

6 | .371%%.426%+| 445+ % 348+ 216%% 1

7 |.378%%.310%%|.271%%.280+% .401%% 353%% 1

*p<.05. **p< 01, **xp<d 001
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HHEE ARYEADHS EMGINCn, 2AH2
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3 Agle Eo= S0IIQILt EAZY, I LCC
SEFAL WOl UXCIRIRIQ| T 24 = ARR/HO| AIE
b QEELO| Ozl IS ASS Zat t=8.241,
p<.00122 ROSt ZUE X H1@= AHHZ(UCE
UXCRRIS| HH0| AMBA} BEELO| D2l= F2
t=3.854, p<.012 ZAL|0| H1® A| HEAZ|ACE
2EMU ARBA} PEEEO| Rk HAR| et H10=
t=1.786, p>.052 [2LE 5% OLE EZF5HA| £
SI7| R0l 7|Z=IUCE AI01E0] AREA} PO
0jzl= skl st H1@= t=8.702, p< 0012 EA|
Aoz RO[5h Zujof| W2t AHEHT|RJCE AZ|gat AL
At QR0 25 H1@= t=.857, py.52 712%|Rd
Cf S7bd H2ot 50, UXCRRIS] AKEAO]
ZMo|50f| O3l FE2 t=2.710, pK 012 H2@=
ez Rfon] Hdut S4ol=0)| 2ot H2@ st
t=9.549, p< 0012 YEHZ|QICE &2A0| 2|0
D= ¥k t=1.708, p).052 H2@7|ZE ZS

Ol

UACE. HOpgRt L2lgo] S8o|=0] 03|

H2@2t H2@ 2F ZHH|UCE S7H H30f| oiE
Ste = LCC YSAE Ol UXCIRIRIOf ofst ALZA}
PEDIF 2E9T0 DiRls 2 t=4.411, p<.001
2 H3& AHEH|UCE

[& 9] ¥ Z=EY Zut

H Path SE t p Result
H1®@| Usa — US | .055 | 8241 | .000 | Accepted
H1®| Acc — US| .059 | 3.854 | .001 | Accepted
H1©| Use — US | .052 | 1.786| .089 | Rejected
H1@| Aes — US | .038 | 8.702 | .000 | Accepted
H1®| Rel — US | .054 | .857 | .221 Rejected
H2@| Usa — LI | .041 | 2.710| .003 | Accepted
H2©®| Acc — Ul | .046 | 9.549 | .000 | Accepted
H2©| Use — LI | .050 | 1.708 | .102 | Rejected
H2@| Aes — LI | .054 | 3.705| .002 | Accepted
H2®| Rel — LI | .063 | 4085 | .000 | Accepted

H3 | US—UL | .059 | 4411 | .000 | Accepted

X*=825.029, df=296, x*/df=2.787, p=.000, GFI=.921,
NFI=.915, CFI=.904, RF=.920, IFI=.932, TLI=.899,
RMSEA=.069
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